The objective of this study was to use the perceptions of internet users to analyse the effect of the social, economic and environmental dimensions of corporate social responsibility (CSR) implemented by hotel establishments in order to determine whether those dimensions are perceived by consumers. Our analysis was based on a sample, distributed by age, sex and province segments, obtained from the Andalusian population between 16 and 74 years of age who are users of travel websites (e.g., TripAdvisor, Booking) and hotels corporate websites. A questionnaire was used to investigate each latent factor related to the three main dimensions of CSR that may affect the perceptions of accommodation service consumers. The questionnaire was statistically validated and developed in previous economic studies in this field. The data were analysed using Partial Last Square (PLS) methodology. The results confirm the validity of the three dimensions analysed, although consumers appear to play more relevance upon economic and environmental factors than upon the social components of CSR.
Introduction
The starting point for the modern analysis of CSR in the scientific literature was the publication in 1953 of Howard Bowen's book Social Responsibilities of the Businessman [1] . Bowen provided a new paradigm for obtaining business results that took into account the benefits to the community in which the company was based, but he did not provide a definition of the concept. Since Bowen, several institutions and firms have tried to define it, but no uniform definition of CSR exists to date [2] .
Among these public institutions, and in relation to the geographic and social environment in which our analysis is framed, the European Commission has indicated the way forward for companies by noting that they must fully assume their social responsibilities and, in line with their network of relationships, they must establish a process designed to integrate social, environmental and ethical concerns into their business operations. For the European Commission, this triple field of action (i.e. social, environmental, and ethical) forms the basis for companies and institutions to take action. Following the EC suggestions, some European countries (e.g., Italy) have introduced ethical dimensions in some sectors into their legal systems [3] .
However, from the companies' point of view, the economical dimension is more important than the ethical one; the basis of the CSR used to be the social, environmental and economical dimension. In this sense, the Financial Times defines CSR as "a business approach that contributes to sustainable development by delivering economic, social and environmental benefits for all stakeholders".
Traditionally, companies have been considered as having a negative effect on all three aspects, particularly the environment, but now they are expected to have a positive effect. Consumers expect this from large companies, but also from smaller ones. We must not forget that most companies that operate in the tourism sector are small or medium sized (more than 90% for the Spanish case) and, as [4] pointed out, those firms need to implement strategies and take choices to overcome the limitations faced by small firms.
It is mainly through concern for the environment that the concept of CSR has been incorporated into the tourism industry in general. The hotel industry is relevant not only because of the revenues and employment that it generates worldwide, but also because it produces high levels of carbon dioxide emissions, is highly dependent on energy, and can have a marked effect on natural resources. The implementation of CSR in the Spanish tourism industry has been uneven, because of the types of companies that have begun to introduce it and because of the type of practices that have been implemented [5] .
Such diversity in the implementation of CSR is due to the nature of the tourism product itself and to the supply-demand relationship that exists in this sector.
From a market point of view, customers and suppliers have different perceptions of the same reality. Clients tend to see the tourism product (i.e. transport, accommodation, catering, and activities) as a complete package that provides them with a satisfactory experience for which they would pay an all-inclusive price. However, tourist package suppliers tend to think of the product as singular: that is, hotels offer accommodation but have no influence on the rest of the package. In other words, the client has a vision of the tourism product as a "destination package", whereas each individual supplier typically implements CSR in isolation [6] .
Furthermore, the buying/selling process has the characteristic of the product being consumed at some distance from the client's home. That is, the client buys the package before traveling to the destination without being able to test the product before consuming it. This characteristic underlies two relevant aspects in our analysis: consumer trust during the purchasing process, and the purchasing channel and its recent evolution. As CSR has grown in relevance, new technologies have also drastically changed the way consumer-tourists behave when obtaining information, choosing a product and undertaking the purchasing process using the new technologies that expand the number of products available. The relentless development of electronic commerce (e-commerce) has had a strong effect on the tourism industry because it has given rise to a new consumer profile. This consumer is highly sensitive to key CSR issues and also has more tools to demand that tourism companies implement CSR. As [6, 7] pointed out, in countries with advanced social development, buyers consider the CSR factor as part of the purchasing decision process that is also valued by the consumer, allowing companies to charge extra for the same product.
Although in the tourism sector, as will be discussed in Section 2, studies that have considered the environmental variable of the CSR have been very frequent, recent changes in consumer demands regarding the environmental impact have not been taken into account. In addition, the rapid growth of the hotel industry has also had negative aspects [8] . In this context, and as noted in [9] , consumers also take into account the precarious employment situation, as well as working conditions and salary in many jobs, in the hotel industry. A greater social awareness of women's rights and their imbalances in terms of wages and employment opportunities have placed this sector, composed mostly of women, into spotlight. The case of cleaning workers and floor services in Spanish hotels has also been analysed from the point of view of tourism consumer decisions [9] .
The aim of this study was to use the perceptions of internet users to analyse the effect of the key dimensions of CSR implemented by hotel establishments. Specifically, by using a database that contains references to the behaviour of e-commerce of these consumers, we can determine the impact on their purchases of accommodation due the way they perceive the efforts of hotel companies in terms of respect for the environment, social integration and economic sustainability. The study was based on a sample selected for the case of Spain.
The rest of this article is organised as follows: Section 2 presents a literature review; in Section 3, we describe the materials and methods; Section 4 describes the quantitative results of the analysis; Section 5 provides a qualitative discussion. Finally, Section 6 presents the main conclusions.
Literature Review
The literature on CSR in the hotel industry is scarcer than that for other fields of analysis within the tourism sector, and it is even scarcer when compared to other economic sectors. As Gligor-Cimpoieru et al. [10] pointed out, most studies in this field are limited to environmental issues, and tend to neglect the social and cultural variables of CSR. Thus, it has often been pointed out that tourism makes intensive use of the environment, which is a de facto indispensable element in the tourism product [5, [11] [12] [13] . Although this view is generally true, not all tourism activities or all tourism segments have such a direct relationship with the environment. For example, holiday hotels are typically located on coasts or in natural areas where the environment is an intrinsic part of the tourism package. Thus, they have to implement specific environmental management measures. However, city hotels mainly cater to business tourists, and are therefore more concerned with the management of human resources and occupational health than with environmental management [14] .
However, most large hotel chains have focussed the development of CSR practices on the environmental dimension and have reached higher levels of sustainability. Their objectives are to obtain cost savings and increase their presence in the new market segments that are more demanding regarding environmental issues [6, [15] [16] [17] [18] [19] . In performing an analysis of CSR in Spanish hotel chains, [5] did an in-depth analysis of the literature and found that most studies have addressed the types of CSR practices implemented in hotel companies, the publication of CSR reports, and the economic effect of CSR. The latter aspect has been widely analysed by other authors [20] [21] [22] [23] . Some of these authors have suggested that increased CSR investment leads to short-term improvements (i.e. increased profitability) and long-term improvements (i.e. increased company value). Therefore, investment in CSR benefits the organization ( [24, 25] ) by improving its competitiveness and performance [17] . It also improves employee commitment, motivation, and loyalty to the company ( [26] [27] [28] ). It has also been suggested that clients are willing to paying more for sustainable measures [29] . Other authors have suggested that the change in hotel management has been driven and will continue to be driven by the demand from customers who currently show greater concern for the cultural and natural heritage, and by the increase in environmental protection and ecotourism practices ( [30, 31] ).
In relation to the size of the company, in the literature, it seems that only large hotel companies adopt proactive policies in terms of CSR. However, some authors such as [32] , taking Eurobarometer data, point out that small hotel companies which consider environmental concerns to be among their objectives have a greater increase in sales and go beyond environmental legislation. To the best of our knowledge, nobody has done this type of study for the Andalusian hotel industry. However, we could take as a proxy the work of [33] , who has analysed the environmental strategy and performance in small companies in the Andalusian automotive sector, concluding that these firms vary their environmental compromise from reactive regulatory compliance to proactive prevention of pollution and environmental leadership, the latter being those that obtain the highest economic performance.
Not everything that glitters in CSR is gold, and some authors who have published articles on the lodging sector have expressed doubts concerning the concept or even whether CSR actually exists, at least for accommodation companies. Thus, [34] criticised the marked confusion regarding the concept of CSR and sustainability in the business world. Some authors as [35] suggested that CSR is nothing more than a way by which to gain a competitive advantage in the market. Others, such as [36] , have suggested that the prevailing approaches to CSR are so fragmented and disconnected from business and strategy that they mask great opportunities for companies to benefit society.
Regarding the demand side, there is little research on what sustainability means to consumers, which aspects are most valued, and what they would most like to change regarding company behaviour ( [35, 37] ). Some authors have suggested that from the perspective of consumers, CSR has only two dimensions: society and the environment [38] .
Several studies conducted in Spain, and specifically in Andalusia, have shown that environmental quality standards, such as ISO 14001, help improve hotel productivity and performance and customer perceptions of the establishment. The study addressed four-star hotels and aspects related to cleaning, attention to detail, and comfort [39] . In their analysis of the ethical responsibility in some tourism subsectors, [40] suggested that advertising aimed at highlighting the ethical behaviour of organizations has a positive influence on the perceived quality of tourism products and intentions to purchase.
However, [37] suggested that despite the acknowledged influence of CSR on customer loyalty, the topic remains relatively unexplored. These authors also suggested that customers are likely to believe that socially responsible companies operate in a more honest way and that they are willing to use companies that implement CSR actions. Thus, some CSR initiatives can be effective instruments to increase the level of trust between hotel companies and their clients.
Some authors have suggested that real commitment to sustainability can only come through consumer pressure, and that innovation and improved quality and corporate image is determined by customer pressure ( [39, 40] ). Thus, hotels wishing to build loyalty in some segments by implementing CSR should focus their attention on designing policies and strategies that would lead customers to perceiving them as socially responsible brands. This approach would require mechanisms by which to provide consumers with credible information about the companies' CSR activities [38] .
Needless to say, in the interests of brevity (all the papers have a limit of words for publication), we have centred our analysis in the literature related to both the tourism sector and the European Union Countries. However, CSR has been analysed in very different sectors and countries. For instance, [41] did a cross country analysis between the UK and Italy before the introduction of non-financial reporting directive comparing and obtaining as main result the importance of national and sub-national CSR policies to implement corporate social disclosure.
The lack of transparency on firm's websites is analysed, among others, in [2, 42] . That first paper expands the conceptual framework of dialogic communication on social media by incorporating a social dimension via social presence of firms' CEOs. In a very interesting paper, [2] study a critical issue in CSR implementations: the communication firm-consumer by the analysis of web-bases CSR communications in the Czech Republic and Ukraine, concluding that TOP 100 companies operating in these countries communicate economic and environmental responsibility activities in the greatest scope, and ethical responsibility activities the least, a fact which corresponds to the frequently exclusively philanthropic approach to the concept of CSR in these countries.
Also, in Czech Republic, [43] tried to identify socially responsible practices applied by the statutory cities this country in order to analyse and evaluate the scope and structure of socially responsible activities performed by them and communicated on the internet obtaining similar results that the obtained before for Czech companies. In Romania, [44] analysed the correlation between profit and the decision to do CSR activities and tried to identify the correlations between the level of CSR activities and the dimension of profit, obtaining that the companies which implement CSR activities in a greater extent are more profitable in economic terms.
The concept of stakeholder engagement has been also analysed. [45] analyse this aspect of the CSR in the European banking sector concluding highlighting areas in banking that can be strengthened to improve SE processes; [46] concludes demonstrating that whilst specific types of value may vary according to the OC context, culture and purpose, our investigation of the dynamics of OC value creation in terms of stakeholder engagement (cognitive, emotional and behavioural), when linked to the causal mechanisms used to generate profit, yields new and relevant insights.
This brief review of the literature shows that most CSR studies have focussed on company behaviour. We add to the scarce literature on consumer perceptions by addressing consumer behaviour in the face of CSR practices. The aim was to better understand the perceptions of consumers regarding CSR actions and to what extent they value these actions. We also analysed whether CSR actions have a positive influence on the consumers' perceptions of hotel services and on their final decision when contracting hotel accommodation.
Materials and Methods
This study analysed an Andalusian population of internet users who make purchases through the internet. According to the Survey on Equipment and Use of Information and Communication Technologies in Households 2017 published by the Spanish National Institute of Statistics, 2 795 986 Andalusian internet users between 16 and 74 years old used e-commerce for private or household purposes in 2017. This figure represented 44.43% of the Andalusian population in this age range in 2017, and was more than 5 percentage points below the Spanish average for this population group. Three of the e-commerce products most in demand by Andalusian users are accommodation services (43% of internet users), tickets for shows (36.5%), and travel services such as public transport tickets and car rental (35.2%). These percentages are around 10% less than the averages for the Spanish population (i.e. 54.1% for accommodation services, 46.6% for tickets for shows, and 44.7% for travel services). It seems reasonable to assume that some special factors differentiate Andalusian e-commerce users from Spanish e-commerce users as a whole when they make purchases in the tourism sector, and more specifically, in the accommodation sector. The study included a sample of 412 individuals, which was statistically representative of the Andalusian population between 16 and 74 years old that uses e-commerce, which implies a maximum error of 4.85% for a confidence level of 95%. The individuals in the sample were selected among users of opinion websites such as Trip Advisor and Booking, among others. We have mainly used these two opinion websites because they are the most important in the Spanish market. The distribution of individuals by age, sex and province segments has been determined by probabilistic sampling by proportional affixation. Individuals in the random sample were provided with an online questionnaire for the collection of statistical information. The data collection period has been developed between March and May 2018.
We investigated the effects of some CSR actions on demand, based on the relevance customers give to such CSR actions.
The different dimensions used in the present work have been previously analysed in the literature, converting the social, environmental and economic dimensions into the three pillars of social responsibility that should be considered in future decision-making.
Social dimension: it is subject to a lesser analysis than the rest of the dimensions in the specialized literature. The behaviour patterns of the organizations have been analysed and identified [47] . Thus, communication efforts aimed at highlighting the ethical and social behaviour of organizations have a positive influence on the perceived quality of tourism products and the intention to purchase. In the case of Spain [48] and specifically in Andalusia, some case studies show how certain quality standards (obtained through external certifications to companies) help improve the hotel's productivity [11] .
Environmental dimension: some works identify the increase in consumer sensitivity to environmental issues [49] . The study of environmentally proactive behaviours is repeated in the specialized literature, making it necessary to give greater emphasis on how economic and social objectives can be combined with environmental objectives to achieve greater efficiency [50] , and thus, to reduce uncertainty towards these dimensions [51] .
Economic dimension: this dimension constitutes one of the engines of economic development [52] , with the appearance of different interest groups, perspectives and economic dimensions in the analysis [53] . The hotel industry is not immune to the different dimensions of analysis [54] . The location of the hotels (coast, city or natural places), conditions the perspectives of consumers, although those located in natural landscapes use the environment as a tourist claim resource, those located on the coast or urban environments are obliged to implement specific environmental management measures.
We investigated the latent factors related to the three dimensions of CSR that may affect consumer perceptions using a statistically validated 26-item questionnaire (Table 1) developed in previous studies. The work has a confirmatory character, based on those previous studies. The Likert scale is used to measure the importance of the different variables. For optimal inclusion, a preliminary test of the questionnaire was carried out among professionals (academic researchers and tourism consultants) to determine possible errors in the design of the questionnaire and/or in the transcription of the data that had to be collected, to guarantee the quality of the information obtained, analyse the absence of data and observe the level of coherence in the answers given. 
Latent Factor Item
Customers' perception of hotel services ( We formulated three main hypotheses on the effect of the three CSR dimensions implemented by hotels on consumers' perceptions of their accommodation services:
Hypothesis 1 (H1):
The social dimension of CSR (CSR-S) has a direct effect on customer perceptions of hotel services (CPH).
Hypothesis 2 (H2):
The environmental dimension of CSR (CSR-En) has a direct effect on the economic dimensions of CSR (CSR-Ec) and CSR-S.
Two sub-hypotheses of H2 were formulated: H2.1: CSR-En has a direct effect on CSR-S; H2.2: CSR-En has a direct effect on CSR-Ec.
Hypothesis 3 (H3): CSR-Ec has a direct effect on CPH.
We tested these hypotheses using a reflective model in which each latent variable is the cause of the corresponding observed variable. The observed variables (i.e. measures) are therefore a reflection of the dimensions of CSR and consumer perceptions. The data were analysed using partial least squares (PLS) methodology, which is a methodology that combines two techniques of multivariate analysis: principal components analysis and the multiple linear regression.
There are multiple advantages in the use of the Partial Least Squares (PLS) technique ( [55] [56] [57] ), among which the following can be highlighted:
• Predictive character that allows the planning and future decision making of the agents involved.
• A very large sample size is not necessary.
• A lower initial requirement in the distribution of the variables that are integrated in the sample.
•
The PLS methodology does not assume variable normality and estimates least squares recursively.
It is also more suitable than the maximum likelihood method for predictive models or for the exploratory and developmental stages of a theory.
The main disadvantage of this technique, which does not invalidate its use as confirmed by the extensive literature in this field, is that the PLS regression is a correlative rather than a causal model, in the sense that the models obtained do not offer fundamental information about the phenomenon studied, since you do not work with the original variables.
The structural sub model to be estimated was based on four latent factors and their respective indicators included in the reflective measure sub model. The reflective model provided the basis for the four hypotheses that were finally tested. The variable that represented the customers' perceptions of services and quality was considered an exogenous variable, which could thus affect other factors. The foregoing aspects were based on previous literature in this field of research [58] . Figure 1 shows a nomogram representing PLS estimations using the SmartPLS 3 software package [59] . We draw attention to the results of individual item reliability testing, which has been used in similar contexts [55] . In any case, a cut off of < 0.4 was applied using an item-trimming process [60] . 
Results
The results shown in Figure 1 confirm the appropriateness of the indicators selected. Similarly, the reliability measures shown in Table 2 confirm the validity of the questionnaire used to assess the four latent dimensions proposed. The index of goodness-of-fit proposed by [61] as the geometric mean of the average communality and the average R 2 had a value of 0.451. This index is a working solution to the problem of the lack of optimization of scalar functions in PLS modelling and can provide an overall validation of the model. As shown in Table 2 , the indicators used to verify the reliability of the measuring instruments and internal consistency (i.e. Cronbach's alpha and the composite reliability indexes) were in all cases more than 0.7 or very close to 0.7. Therefore, the reliability of the constructs was confirmed by their fulfilling the criterion proposed by [62] . In addition, the higher values of the composite reliability index in the PLS model have the advantage over Cronbach's alpha values of there being no need to assume that all indicators have the same weighting [63] .
According to the criteria established by [63] to obtain convergent validity, the values of the average variance extracted (AVE) for the four constructs were more than or very close to 0.5. In addition, the items are placed on the latent variable, where together they increase its quantitative load and the criterion proposed by these authors to test discriminant validity was also fulfilled. That is, a comparison of the amount of variance captured by the construct (AVE j ) and the shared variance with other constructs (ρ ij ) for the four latent variables (Table 3) showed that the values of the square root of the AVE of each construct were more than the estimated correlation between them (1): In the case of the predictive capacity of the structural sub-model (see Table 2 ), the estimated values of the R 2 statistic were more than 0.1 for all latent and significant variables. Therefore, the acceptability criterion proposed by [64] was fulfilled. Table 4 shows the estimations of the direct and total effects between the latent variables of the study model. As shown, the dependency relationships in the proposed model were verified, and they also confirm the study hypotheses. These results are in line with those obtained by [58] for a sample of Spanish consumers. However, CSR-S had a weaker effect on Andalusian CPH than it did on Spanish CPH. With the aim of confirming the theoretical assumptions on which the hypotheses are based, Table 5 shows the estimations of the standardized regression coefficients of the constructs and their corresponding t-statistics using bootstrapping with 5000 samples. The estimated values confirm the statistical significance of the coefficients related to each of the proposed relationships. The signs of these values also confirm the primary and secondary study hypotheses. The results presented in Table 5 show the relevance to Andalusian clients of the three dimensions of the CSR initiatives (i.e. economic, environmental, and social) implemented by hotels. It is noteworthy that the relevance of the economic and environmental dimensions reached 99%.
The PLS model provides an assessment of the predictive capacity of our model, by indicating the variance explained by the predictor variables of the endogenous construct in the model. Although its predictive capacity was weak in the case of the social dimension, it was moderate or strong in the other two cases [65] .
Discussions
This study used a sample of 412 individuals, which was statistically representative of the Andalusian population between 16 and 74 years old that uses e-commerce. We analysed the covariance structure of the factors related to the different dimensions of CSR and to the services provided by hotel establishments, following the methods describes in [58] . The results of the questionnaire used to create the study database show that customer perceptions of hotel services are influenced by four latent factors. The relationships established between those latent factors provided the basis for formulating the three main hypotheses and two sub-hypotheses. All these hypotheses were confirmed.
Firstly, H1 was confirmed, despite CSR-S having the weakest positive effect on customer perceptions (0.139), with Andalusian customers having lower scores than Spanish customers. This result contradicts, in the Andalusian case, the results suggested by [40] or, for the case of Peru by [7] , but is in line with the conclusions of [9] for the case of Mexico, where it states that both consumers as the managers of the hotel companies do not know how to recognize hotels' efforts in social matters, especially due to the difficulty of specific certifications since the existing ones tend to value the quality [66] but not how it has managed to reach that certain level quality. As [67] pointed out, many companies report their CSR goals, but only a few of them provide details of specific initiatives which they have undertaken. As we show in the literature review, communication of the CSR efforts seems to be the "Achilles heel" for companies, as [3] and [45] demonstrated for the case of UK and Italy, [42] for the United States, [46] for the case of Australia and [2] in Czech Republic. In this last country, some authors obtained similar results on this issue for different sectors of the country: [68] for the gambling sector, [69] for the chemical industry and [70] for sugar companies.
If companies pay more attention to this, and according to the results obtained in [71] for the case of Colombia and suggested by [44] for Romania, consumers would be willing to pay a higher price if the company meets certain characteristics in its management, such as commitment to the environment, good treatment of workers and support for anti-poverty programs, among other variables; that is, they would be willing to pay more for business attributes linked to social responsibility.
Secondly, H2 was confirmed in that CSR-En had a positive effect on CSR-S (0.744) and CSR-Ec (0.450). Furthermore, the two sub-hypotheses were confirmed in that CSR-En had an indirect positive effect on customers' perceptions of hotel services (0.250). These results show that environmental commitment on the part of hotel establishments, and therefore their greater environmental awareness, is highly relevant to Andalusian consumers. These results come to confirm those already obtained for the Spanish case by [15] [16] [17] , among others, or for the international case by [22] or [72] , which reinforces our own investigation.
Thirdly, H3 was confirmed in that CSR-Ec had direct positive effect on customers' perception of hotel services (0.326). This result was as expected according to the relevant literature in this section [20] [21] [22] [23] .
In summary, the study hypotheses were confirmed, showing that the model was useful in determining the effect of the different dimensions of CSR on consumer perceptions of hotel services. Nevertheless, the model showed that the economic and environmental factors of CSR are more relevant to consumers than the social components of CSR.
Conclusions
It appears reasonable to conclude that customers of hotel services have an increasing interest in business attitudes that promote the greater involvement of hotel establishments in their environmental, social, and economic setting. The results should be taken into account by those responsible for hotel offers, because their involvement in activities related to CSR can be determinant of customer acquisition and loyalty. The strong predictive capacity of the model could be useful to managers by allowing them to adjust the different dimensions of the CSR to the individualized management of the establishments. But, particularly, our findings obtained for the environmental issue could be of interest to hotel managers to guide their investment strategies, which could help them differentiate the services they offer from those of the competition.
Another interesting element to be considered by managers of accommodation companies is the fact that it is difficult for consumers to perceive the efforts of these companies in everything related to the social dimension. The creation of some type of certification that allows such recognition (as in the case of quality certifications, for example) would be an element to be considered by companies. As [71] and [72] pointed out, in the Spanish tourism sector any of the quality models and certifications studied (including ISO 9001 and ISO 14001, EMAS and others), only the Spanish Q-Mark certificate is significantly awarded for consumers.
Also, the participation of employees and even suppliers in promotion campaigns of the establishment, as is common practice among many companies in other sectors, could be a signal to consumers that they are satisfied with their participation in the company and that the behaviour of the company is guided by ethical standards. The communication of the CSR measures implemented by firms and institutions is an issue of critical importance. Efforts in this field are useless if there is no communication between the stakeholders or if it is not running in the correct way.
Finally, this study is limited by the fact that data were not available on consumer socioeconomic variables, such income level, employment status, or cultural level. Some studies on CRS have demonstrated the relevance of these variables for a more detailed analysis [73] [74] [75] [76] . Had these data been available, the study could have provided more specific conclusions. Nevertheless, this limitation could act as a stimulus for future studies using other methodologies.
